We are in the fifth era of marketing development, that of relationship marketing, where the environment is influenced by globalization, informatization, market liberalization, and the overcapacity of production, and the focus will be not on increasing the volume of production, but on obtaining profit using relationship with profitable customers. Customer-centricity, customization, one-to-one 
Introduction
NPS is a recent model who offers results of a quantitative evaluation, the determination of the loyalty degree and the impact on increasing the overall performance. It is used in many fields and by many important companies, founded even in top 500 in the world. Into an dynamic economical environment led on the base of trust, identification with the company/brand and the principle of recommendations, each customer together with the others like him", is representing a central social indicator who brings benefits through its simplicity and its results obtained by using new technologies and is determining the degree of loyalty sustaining that when is satisfied he/she will think positive about the company and will share this with other actual and potentioal customers.
The article will present the literature in the filed, presenting aspects such as: evolution and future trends of NPS, its importance in companies customer-centred, its benefits but also its limits and its steps necessary for its implementation. The research will consist in implementing this model on ten restaurants from Targoviste using a sample of 150 persons, in order to observe the relationship with the customers, their loyalty and the desire to recommend the analysed company. Even the model looks simple, the research team braught a personal touch by determining some statistical indicators, in order to observe some future or possible trends. The research will use the advantages of using new technologies and the results braught by IT programs. The results, the proposals and the concclusions we hope create a clear image for managers and the interested specialists based on real data and on using simulation and modeling in order to improve the quality of services offered by the sales force, the ambiance, the attitude and the behaviour of employees in relationship with the customers, the way of communication and other features considered vital in relationship formed by customer-organization.
Trends and future of using NPS
Communication and relation with customers became in this era of relationships features of great importance (Florea N.V. & Duica A., 2017, p.48) and this is the reason that it must be based on trust (Florea N.V., 2014, p.257) , collaboration into a turbulent and challenging environment (Duica M.C. et al., 2010, p.91) , and credibility in order to build strong, sustainable, and ethical relationships (Florea N.V. & Tanasescu I.A., 2016, p.18) . These relationships are created and maintained through sales force, and on their skills and competencies the success or the failure of organizations will depend (Florea N.V. & Mihai D.C., 2014, p.300) . To have these uniques skills, the organization must perceive them as an investment on long term not as a cost (Florea N.V. & Manea M.D., 2018, p.76; Florea N.V. & Mihai D.C., 2015, p.229) . To achieve performance objectives, managers use feedback to determine the degree of customer satisfaction, offering important features necessary for correction and improvement (Tanasescu D.A. & Florea N.V., 2016, p.13) and financial reports and indicators, such as Net Promoter score, to improve services and behaviour and attitudes of sales force and loyalty and satisfaction of customers (Meredith P. & Darroch J.L., 2017, p.27) . Reichheld F. and Markey R. (2011, p.x) said that NPS is helping companies win the quiet revolution by illuminating the path toward greatness. Organizations who already used NPS are way out ahead of their competitors.
These specialists add that thousands of innovative companies, adopted NPS, including: Apple, Allianz, Philips, GE, Facebook, LEGO, or eBay. Using this tool, companies may understand the customer loyalty, enthusiasm, commitment, and engagement, and become inspirational for detractors who transform into promoters (Reichheld F. and Markey R., 2011, p.1) . If on the begining, NPS was theory, now is also put in the practice by many companies, and very important (Reichheld F. & Markey R., 2011, p.7) . Now is used to analyse the relationships between organizations and its customers, for a win-win situation: happy customers, performant companies. In 2006 NPS just has been invented, now thousands of companies have adopted NPS, obtaing amazing results. They put NPS at the center of their management processes and have developed better methods to hire, train, and reward their employees, they reexamine their policies, redesign products, and improved buisness processes. Thus, they were aware that NPS has the power to trasnform an organization, even if it was a simple method, but challenging. Most companies are fighting to focus more on the customers and become more customercentric. Only those organizations who put their customers on the very center of their operations can successfully compete in such a turbulent environment, and with so many challenges (Reichheld F. & Markey R., 2011, p.21) . The challebge for any customerrelationship metric is it helps the company act in a customer-centric manner (Reichheld F. & Markey R., 2011, p.52).
Definitions of Net Promoter Score
To understand better the Net Promoter Score we offer some insights of a few specialists in the field.
Thus, NPS is a recently developed method who may measure loyalty of customers (Wilburn M., 2007, p.43) who are thinking positively about a product/service and share this with other persons using word-of-mouth marketing (Chernev A., 2017; Sauro J., 2015, p.167) , the degree of satisfaction (Farris P. et al., 2017) and the degree of recommending a product/service of current customers (Lieberman A. et al., 2013) , may calculates the willingness of the customers and those who have interacted with the brand to recommend it to others in their circles being a good indicator of potential growth (Padveen C., 2017, p.165) ,
In the opinion of Evans D. (2010) , NPS is a clear social indicator who bring real benefits using new technologies and a modern way for identifying the best customers who offer results of a quantitative evaluation, capturing in this manner the degree untill a customer could recommend the company. NPS is also considered an easy way to determine the loyalty of customers using a single question and a scale form 0 to 10 (Sauro J. & Lewis J.R., 2016, p.51), helping determine the worst customers attitudes (the detractors) as being a source of bad profit (Freed L., 2013, p.8) and the happiest customers (the promoters) who must be encouraged to promote the brand organization (Sweezey M., 2014, p.209) . As a final conclusion we may add that NPS is simple and provides timely and actionable data which may be linked with the future revenue growth (Christensen J.B., 2017, p.8)
Benefits and limits of using NPS
NPS is a very useful method which offers real benefits for any organization who implement it. The benefits are detailed through the prism of a few specialists' visions.
Benefits of using NPS
-Is offering a real analysis of customers loyalty and their impact on performance (Owen R., Brooks L.L., 2008), -May develop intuitive thinking, desire to recommend a product/service, simplicity of using (Chernev A., 2017) , -Can be reliable, credible, accurate and precise measurement regarding the customer experience (Freed L., 2013, p.8) ,
-Is simple, but flexible, adaptable, and open source system (Reichheld F. & Markey R., 2011, p.12), and represent a business philosophy, a system of operational practices and leadership, it brings commitment, not just another way to measure customer satisfaction. NPS can make a business more successful. Carying about the customers, the company, the employees, the environment, the society will have a better life (Reichheld F. & Markey R., 2011, p.13).
-Organizations may adopt NPS for free, understanding customers and improving the relationship and the processes, gaining new knowledge, doing more satisfaying work, building more long-term relationships (Reichheld F. & Markey R., 2011, p.16 ).
-May attract new customers by using word of mouth (Wilburn M., 2007, p.43) , -It simplifies customer surveys, provides timely data that are easy to use and apply, and the score links to future revenue growth (Christensen J.B., 2017, p.8) -Using new technologies the firms can determine how active a customer can be over a period of time (for example, if a customer read the organization blog, or follow the website that customer may accord a high score on NPS scale) (Sweezey M., 2014, p.209).
NPS limits
Besides benefits, the NPS method has a few limits which must be taken into consideration:
-Is not applicated in all fields due to the fact that some persons are not appreciating the method or do not need a certain product or a service or do not prefer a brand (Chernev A., 2017) .
-Has a sampling error and fluctuates from sample to sample; this sampling error depends primarly on the sample size, because most organizations cannot survey their entire customer base, only a small part of the customers is analysed (a sample). The larger the sample, the more representative is the sample and more accurate the results (Sauro J., 2015, p.169).
-The results tend to gravitate toward the 6-7.5 range due to the fact that if is nothing happening, the customer will not remain motivated; is more volatile than other forms of customer satisfaction measurements; is very sensitive to cultural differences (Vogelaar R., 2010).
-May lead only to negative results. Any organization wants its NPS to be positive, which indicates there are more promoters than detractors. A negative NPS means there are more detractors than promoters and a lot of negative word-of-mouth relative to positive word-of-mouth.The best way to evaluate the organization NPS is to compare it to other produscts or services from the organization or to asses it with other scores obtained in the industry, using benchmarks (Sauro J., 2015, p.170) . NPS scores are varying between industries and between B-2-C and B-2-B companies.
Implementation of NPS
NPS is based on using a single question: "How likely are you to recommend (product, service, or brand) to a friend or colleague?" and use a 11-point scale (0-not at all likely and 10-extremely likely) and is presented as a percentage, which is appealing to executives (Sauro J., 2015, p.167) . This type of question was found to be the best or second-best predictor of repeat purchases or referrals in 11 out of 14 industries. Sauro J (2015, p.167) said that most companies use or have used the NPS.
Step1. Asking the customers about the probability to recommend the product/service of an organization are obtained three categories of loyalty (Figure 1 ): -promotores (score 9-10)-9 and 10 means "absolutely!", being the green zone of the model (Christensen J.B., 2017, p.33); the customers are loyal and enthusiastic and will continue to buy and also to recommend to others, -pasives (score 7-8)-7 and 8 means "probably yes!", being the yellow zone of the model; the customers are satisfied but not enthusiastic and are not included into the formula of calculation, -detractors (score 0-6)-0 and 1means "sure not!", 2,3, and 4 means "rather not!", and 4, 5 and 6 means "don't know!", being the red zone of the model; the customers are not satisfied and loyal of the product/company. Not all detractors are antipromoters, they just indicates that their willingness to recommend is low (Vogelaar R., 2010). , 2017, p.33; Fehlmann T.M., 2017, p.105.) Thus, NPS is capturing two key behaviours of customers
-customers who buy from their willingness forming the real value of shopping, -customers who buy as recommendation being influenced by the first customers forming the the potential value of shopping.
Step 2. Computing the proportions of the three categories of analized customers about their experience: promoters, passives, and detractors. Determining the percentage of each categoy of customers from the total customers (Sauro J., 2015, p.168) . NPS is calculated in a simple manner, substracting the percentage of detractors from the percentage of promoters.
The formula used to calculate NPS is (Sauro J. & Lewis J.R., 2016, p.51; Reichheld F. & Markey R., 2011, p.41):
Net Promoter Score (NPS) = x100 = Promoters % -Detractors % Where: P-promoters, Pa-passives, D-detractors, and Ntic (total number of investigated customers) as being Promoters (P)+Passives (Pa)+Detractors (D), and is reffering to the net effect of customers in promoting the product/brand over the critics.
Values of NPS: -This score could range from -100 to + 100 (Freed L., 2013, p.8 ).
-If NPS is zero, can indicate highly polarised customers (50% promoters and 50% detractors) or 100% passives (Farris P. et al, 2017) and could mislead a manager who is not being careful (Kotler P. et al., 2010) .
-a value of NPS of 50% is considered a good score and one over 70-80% os a very good score (Tatzesberger O. & Sawhney W., 2017) , but the majority of companies are obtaining an NPS of 15% (Bremer M. & McKibben B., 2016, p.129) .
According to the model showed above, there are three importantant categories of customers:
2.1. Promoters are the customers who rate a 9 or 10 on the response scale and are to be most likely to speak favourably and recommend the product/services of an organization. Any organization would like to have as many promoters as possible (Sauro J., 2015, p.168) . Promoters are those customers happy with the relationship with the company, are loyal, are makig repeated purchases, are giving the company a larger share of their spending, are talking about the company with their friends, they answer surveys, they offer positive feedback and suggestions. Organizations must learn to keep the enthusiasm up for these customers, providing recognition and rewards for them and for employees who keep them active (Reichheld F. & Markey R., 2011, p.5).
2.2. Passives are the customers who rate a 7 or 8 on the response scale; they are satisfied with their experience and are loyal, but they are less likely to recommend the products/services of the organization to friends or colleagues. The goal of any organization is to turn passives into promoters. They are not loyal ones, not enthusiastic, and they have a different attidude and behaviour, they bring a little energy for the comapany, and are not counted as long-term assets.
2.3. Detractors are those respodents who gave a rating between 0 and 6, indicating that their are dissatisfied, dissaffected, dismayed by the way they were treated, dissapointed, the least loyal, the most likely to discourage friends and colleagues from purchasing or using the product or service (Sauro J., 2015, p.186), are not happy with the company and they can destroy employee morale and pride (Reichheld F. & Markey R., 2011, p.6). They became complainers, they spread negative word-of-mouth, and criticize often the upper prices, about the employees attitude. Reichheld add that if the organizations are not offer them no economically rational solutions for their complaints, they must learn not to attract them from the begining (Freed L., 2013, p.8) . Some detractors can be turned into passives or promoters by identifying their dissatisfaction and fixing it, and some are lost customers and no amount of product improvement will keep them.
The promoters account for more than 80 percent of referrals and the passives by 50 percent, and the detractors account for more than 80 percent of negative word-of-mouth comments (Reichheld F. & Markey R., 2011, p.52).
5.cStudy case
Starting from the point of specialists about the usefulness of NPS (Reichheld F. & Markey R., 2011, p.2):
-NPS has galvanized our thinking focusing on the customer (Kleisterlee G., CEO, Philips),
-If NPS was a natural way for Apple, becoming part of the DNA of the retail stores (Johnson R., SVP and founding executive, Apple Retail), why not for other companies, -NPS completely changed the world of the company, becoming an integral part of the processes and culture (Labrousse J., executive VP and chief product and technology strategist, Logitech), -NPS is a powerfool tool, being so actionable (Henson D., chief marketing officer, GE).
We also think that NPS may help organizations to improve relationship with customers, to know the degree of customers loyalty and to determine if they are customercentric or if they have a good relationship with the customers. Thus, determining NPS, organizations may obtain performance, by taking measures from time and reducing the possibility of loosing a future customer.
Research Methodology
Sample size: The research is made on 150 customers (119 females and 31 males) regarding 10 restaurants from Targoviste, Dambovita County. The respondents have different positions and domains, different management functions, different seniority levels and different ages.
Tool for collection of data: NPS method and questionnaire method. Tools for analysis: statistical parameters (weighted average method, standard error, standard deviations, Kurtosis and Skewness), NPS and as IT programs: ExcelDataAnalysis.
Research objectives
The scope of the article it's analyzing the customer-centricity of the analyzed restaurants and the relationship with its customers. As objectives we mention: measuring the customers' perception of the analysed brands, how well the brand is having satisfayed and loyal customers, measuring the desire to recommend the analysed restaurants, and is determining the reasons for not recommending them.
Data presentation and analysis
The research was made on 10 restaurants from Targoviste, on 150 customers who frequented the analyzed restaurants. They answered to the questions online or face-to-face.
Transmitting and filling up the questionnaire
The responses were summed up on each questionned person and then for each restaurant using Excel program (Table 1) . The restaurants were chosen so that they cover the hall area of the town, thus the analysed restaurants were denoted as R1-10 from ethical and related to responsibility reasons: R1,5,7-were found in the margin of the town (but in different points), R2,6,9-in the new center of the town, R3,4-in the old center of the town, R8,10-outside the town/outside the center but both in a pitoreque and historical area. ) 13 18 4 31 5 26 9 13 9 13 9 150 Source-Calculation made by the authors using Excel program.
5.3.2.
Asking the customers about the probability to recommend the analysed restaurants (the 150 respondents) how likely they are to recommend the services offered by the analysed restaurants to a friend or a colleague, result the following information. a. Determining some statistical parameters and NPS b. Determining some statistical parameters Using Excel-DataAnalysis program were determined for each analysed restaurant: the average, standard error, standard deviation, Kurtosis and Skewness (Table 2) .
The average for an analyzed data series is showing the report between the sum of values of the series and their number and show the central tendency of the series. As we may observe, the biggest values of the average are obtained by R4 and R8 and they tend to 9, meaning that the restaurants have more promoters. The lowest values of the average are for R2 and R6 and tend to 4, where are the detractors, and their NPS values correspond with the average.
The standard deviation allow the estimation of the uniformity for data values (as the St dev value is lowest the values of the data set are grouped to the average values, as the biggest st dev is, the set values are away from the average). We observe that if we obtained a bigger value for sta dev, the data are away from the average, where the passive are (and are not included into the formula), and we have a bigger NPS. Thus, the biggest sta dev is 20,26 being for R8, and have the biggest NPS (58%), and the lowest st dev values are indicating a low NPS, due to the fact that data are away from the average to the lowest values (where the detractors are).
The standard error is following the same tendency, because is the report between St dev and the radical of the number of analyzed persons, so, if we have a bigger St dev value, then the value of St error is bigger, and implicitly a bigger NPS. And we observe that the biggest value of St dev is still for R8.
The Skewness (S) for a normal distribution is zero, and any symmetric data should have a skewness near zero. Negative values for the skewness indicate data that are skewed left (the left tail is long relative to the right tail) and positive values for the skewness indicate data that are skewed right (the right tail is longer then the left tail). In our calculation we observe that the values of Skewness which tend to zero and the tail to left (where the detractors are) have an negative NPS (as example, for R9, S=0,23 and NPS= -32,67% for R2 S=0,47 and NPS= -84,67%) and a skewness which tend to 2 and the tail is on right (where the promoters are) are obtained positive NPS (as example, for R8 S=1, 8, NPS=58 and for R4 S=1, 19 and NPS=41, 33) . The Kurtosis (K) for a standard normal distribution is three. As K is positive and close to three the NPS will be more positive and have bigger values.
The conclusion of these statistical calculations is that NPS can be determined from the beginning: if will be negative or positive or if we have more Promoters or more Detractors after the values obtained for Ave, St dev, St error, Kurtosis and Skewness. As these indicators have higher values, the higher values NPS will have, tending to +100. c. Determining and interpreting NPS According to the own vision, the obtained results were devided into four categories between -100% and +100%:
-Results strongly negative (-100% ; -50%): (R2= -84,67%, R6= -67,33%, R10= -56%), -Results weakly negative (-49% ; 0%): (R1= -36%, R9= -32,67%, R7= -5,33%), -Results weakly pozitive (0% ; 49%0): (R3= 5,33%, R5= 10,66%, R4= 41,33%) -Results strongly pozitive (50% ; 100%): (R8= 58%). Analysing the NPS scores we observe: -pozitives scores-we observe that there are only three restaurants out of 10 with positive NPS (R5=10,66%, R4=41,33%, and R8=58%) showing, according to the literature in the field that over 50% is having a good NPS and over 70-80% is very good. Thus, we have a single restaurant with a NPS over 50%, where the customers are happy and loyal, and a restaurant close to 50%, where the customers are happy enough and loyal and make positive recommendations about them. A high NPS means that the restaurants (its managers and its employees) are doing a good job in maintaining a high loyalty of its customers.
-close to zero scores-we observe two restaurants with +5,33% and -5,33%. This means that managers should pay attention due to the high degree of customers polarisation making important discussions about the customer perceptions about the brand, and to turn to the data collection and observe and understand the situation the rstaurant is facing.
-negative scores-we observe that five restaurants obtained negative values of NPS (R1=-36%, R9= -32,67%) and very increased NPS (R10= -56%, R6= -67,33% and R2= -84,67%), two of them being very close to -100%. These consumers are not happy and satisfied with the services that the restaurants offer them, the way the personnel treat them, are not loyal, and are not recommending their products/services. If the managers collect data about the real motives the customers did not recommend the restaurant they have to develop some measures to improve the situation. They have to explore about the brand loyalty and the factors that influence the customers behaviour, negative scores being an important signal of warning for the analysed restaurants. The metric is simple, so the managers must now to monitor customers but also motivate employees to obtain a better score.
5.4.Limits of the research
NPS (with its degrees of loyalty) are differing between demographic groups (older consumers showed the highest loyalty rates). A second limit of the research was linked by the fact that not all the restaurants from Targoviste were chosen for this analysis.
6.Proposals
Implementing NPS method in order to improve the relationship with customers and its centricity toward them, and also the relationship with the customers, by whom is depending its performance, the analysed restaurants must follow the next principles:
-The analysed restaurants should apply NPS due to its benefits and simplicity, and implementing it using the new IT programs, -They will be more close to customers, knowing their desires, needs, experiences, their reasons to recommend or not to other customers, their satisfaction, their experience, -In order to know what products or services the customers like, they should apply and implement a customer journey mapping process, by understand and profit more about the meeting between the sale force and customers (touchpoints called also moments of truth), -They should use NPS, in order to collect more data about the customers and determine their value, -They should treat NPS as a cultural change management tool customer-centric, who build their marketing strategies on the voice of customer instrument, -The analysed restaurants, according to NPS calculation, cannot finish the circle only if it will put other question, as: "What are the reasons you, as a customer of our restaurant, gave between 0 and 6 points to the analysed products/services/attitudes and behaviours of personnel?" Thus, the organization will found what is the problem, and then it can fixe it, implementing measures from time and building a positive future.
Conclusions
If the main objective of an organization is to be customer-centred and enrich the life of customers, this model, by its three analysis areas, is measuring the way of how well is doing that. Promoters represent the success, passives are considered success only if the company wants average results (but can make efforts by turning them into promoters), and detractors represent serious failures. Due to the fact that from 100 dissatified customers, only 5 percent gets to the company (the rest gets to the friends, colleagues, and families), and the rest fof 95 percent gets to other 1000 persons, producing loss of potential customers (Chavez H.G. & Rasmusson M., 2018, p.30) , the analysed restaurants must make progress (determined by the past NPS and reasons of not recommending) by applying this model at specific terms (for example every month or week) and make serious efforts for improvements, in order to turn them into passives and importantly to change the oppinion of an important percent who offers negative information for potential customers.
